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With the boom of the art market in the recent years, China’s art market has 
passed the milestone of total worth of one hundred million yuan. The Fifth Plenary 
Session of the 15th CPC in the first time formally announced the development of the 
cultural industry, the Shoushan stone carving handicraft is representative in the 
modern time of art due to the scarcity of the material. It attracts art collectors’ wide 
attention because of its great potential of value appreciation. As long with the deeper 
understanding the value and culture of the Shoushan stone, the investment of 
Shoushan stone has good prospects. Fuzhou government highly emphasizes Shoushan 
stone as the catalyzer for the promotion and transformation of the local economy. 
Under this background, this research relies on the marketing theory and the 
consumer behavior theory coupled with questionnaires and on-the-spot investigations 
to grant this hot market a full-fledged empirical study. 
The roadmap of the paper is as the following. Firstly, we review consumer 
behavior and marketing theories. Moreover we introduce the history of the 
development of the Shoushan stone market. Secondly, we designed, distributed and 
recollected questionnaires. Thirdly, we use SPSS 19.0 software to conduct data 
analysis. Finally we combine the result from the previous section with the consumer 
behavior theory and market theory to propose optimization recommendations based 
on the 4Cs marketing theory: consumer, cost, convenience, communication. The 
recommendations might have profound implications for the Shoushan stone business. 
Our results conclude that the consumption in the Fuzhou Shoushan stone market 
fluctuates with income and purchase motivation of consumers. These factors 
influence the focuses, as well as choosing different purchase channels, of the 
consumer population. Therefore, a variety of marketing and service strategies should 
be implemented to satisfy different demand among all consumers. 
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